Abstract-The rapid development of the food and beverage industry MSMEs sector creates great opportunities for entrepreneurs. One of them Thai Tea is emerging discussed being targeted businesses to get involved that led to keen competition. The purpose of the research is to describe the rebranding conducted by King Thai Tea and purchase intention as well as the influence of rebranding conducted by King Thai Tea on purchase intention. This study used descriptive and verification methods. Samples taken were 170 respondents. The sampling technique used is probability sampling. Data analysis technique used is the Pearson product moment correlation coefficient and simple linear regression analysis. Hypothesis test used t-test to view the partial effect. The results of this study indicate that the rebranding and purchase intention in the high category on the continuum line. The results of the correlation calculations, rebranding variables have a significant influence on purchase intention.
I. INTRODUCTION
Food and beverage industry Indonesia plays an important role in the Indonesian economy. Growth reached 8.16% (Ministry of Industry, 2015) is expected to prop overall industry growth. However food and beverage industry growth rate will be more severe when confronted with MEA (Asian Economic Community), the economic crisis (weak IDR), the policy of the rise and fall of fuel prices, and other issues that interfere with the stability of the domestic trade sector. Alternative solution to this problem is the Micro Small and Medium Enterprises (MSMEs) which proved resilient to the economic crisis [1] .
Food and beverage industry MSMEs sector offers a wide variety of consumer products to choose from, one of them is tea. Looking at business development bottled tea beverages (ready to drink) is growing rapidly with a percentage of 49% is only 57% less than the coffee and isotonic 52% (Kantar Wordpanel, 2014) has become a new field for business operators [2] .
A new trend where Thai Tea public interest Indonesia lately in particular young people in the city because of a distinctive taste and unique. Businesses saw a new business opportunity that is profitable, and King Thai Tea present of many businesses which offer tea products Thailand [3] .
The positive trend of Thai Tea is not currently become a benchmark that on average businesses in this field are in a positive trend as well, because not only King Thai Tea is involved in this market, there are a lot of competitors or other businesses already involved first past or emerging with the aim of vying with each other to attract consumers to buy [4] .
Researchers conducted a pre-research to 30 students actively Department of Management UPI Bandung who participated in Kamis Senja IMAGE UPI event collaboration with King Thai Tea got a result that as many as 50% of respondents chose Addic'tea as brand Thai Tea was first on their minds, followed by King Thai Tea (33%), Mimichan (10%) and SAY Tea (6.7%). Based on this study, researchers pre-seen any indication that the King Thai Tea has not been so embedded in the minds of respondents.
Increasing number of competitors makes consumers are given a variety of options such as pricing, promotion, flavors and many other forms that can influence consumers before deciding to buy the product. Pre-research survey conducted afterward to find out more about purchase intention King Thai Tea beverage products. Based on the results of this study can be seen pre the indication of the lack of purchase intention King Thai Tea beverage products among the public (consumers) in particular among youth. There are various factors that affect the interests 46,7% 30% 13,3%
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Relaun ch of consumer spending, one of the most influential is the brand (brand). As noted Kotler and Keller (2016, p. 198) , in the evaluation phase, consumers form brand preference among the collection of choice and can also form an purchase intention the most preferred brand. Consumers can make a decision to implement a backup 5 interest in the purchase include: brand, dealer, quantity, timing, and payment method [5] .
There are four stages of the process of rebranding by Muzellec et al. (2003, p. 32 Viewed Top 10 most popular beverage in Bandung in 2015 (Culinary Directory Indonesia), King Thai Tea is in the order of 8 out of 10 drinks. This data does not reference King Thai in rebranding the brand, but it could be one contributing factor in which brand King Thai Tea has not been heard by the Bandung wider community. The indication of a lack of public awareness of the brand King Thai Tea making power interest in buying the product is not up to also affect the level of product sales that have not been optimized so that the King Thai Tea decide to need rebranding the brand with the hope to increase brand awareness of King Thai Tea in the community and able to affect purchase intention of the community specifically youth in Bandung. Plus a number of new competitors that offer a variety of advantages. King Thai Tea Company has a goal to getting bigger by way of rebranding the brand, then of course the challenge will be getting bigger and more complex [8] .
II. LITERATURE REVIEW
A. Rebranding
Brand (brand) is a name, term, sign, symbol, or design, or a combination of all of these are intended to identify products or services of one seller or group and distinguish it from competitors' products. Branding is the central issue in product strategy. Branding was expensive and time-consuming, and can make products succeed or fail. A good brand name can add a great success in the product (Kotler and Armstrong, 2014, p. 257) [9] .
Rebranding can mean changing the identification of a business in the eyes of consumers. According Muzellec et al. (2003, p. 32) , rebranding consisted of two words ie "re" gives meaning to do for a second time or repetition and "brand". Or it can also be said rebranding as the practice of building a new name representative of differentiated position in the mind frame of stakeholders and a distinctive identity from competitors.
Rebranding can occur at three different levels in the company, namely the corporate level (corporate rebranding), the business unit level (business unit of rebranding) and the level of the product (product rebranding). Rebranding can occur on one level, on two levels, or at all levels , (Muzellec et al., 2003, p. 32 ).
There are four stages of the process of rebranding by Muzellec et al. (2003, p. 32 ) that: repositioning, renaming, redesign, and relaunching.
Muzellec and Lambkin (2006, p. 805) suggests, there are two basic dimensions of rebranding, namely: Evolutionary Rebranding explain the development of the relatively small in positioning and aesthetically marketing company difficult to realize by the observer from outside the company, for example by slightly changing the company logo in perspective adjust to the changes. Revolutionary Rebranding describes the identification of a major change in positioning and estesis companies that are fundamentally redefining the company. These changes are usually symbolized by the name change and the variables used as an identifier of the company.
B. Purchase Intention
According to Kotler and Keller (2012, p. 168 ), consumers to buy something that arises after receiving the stimulation of the products seen, from there arises the interest to try the product until finally the desire to buy in order to have it [10] .
As noted Kotler and Keller (2016, p. 198) , in the evaluation phase, consumers form brand preference among the collection of choice and can also form the intention to buy the most preferred brand. The need for a target to be achieved in marketing communications. Marketers must determine responses occurring. The audience response can be either cognitive (awareness stage), affective (stage effect), behavioral/cognitive (action stage of purchase).
There are various models of hierarchical response in the purchase decision process one of them is a model AIDA. There are four steps that experienced by consumers in making purchasing decisions process called AIDA (Attention, Interest, Desire and Action) (Kotler and Keller, 2012, p. 504) [10] .
In this study, researchers used the concept of AIDA, attention, interest, and desire is an indicator of consumer purchase intention which describes the stages of stimulation that may be passed by the consumer to the stimulus (stimulus) provided by the company. The disuse of stage action because it is no longer part of the purchase intention due at that stage consumers are making purchase decisions. Based on the concept of AIDA in Figure 1 .2 which is an indicator of consumer purchase intention include Attention, Interest and Desire. The disuse of one element AIDA last stages Action because it is not part of the stage of purchase intention, but has entered the stage of purchasing decisions which according to Kinnear and Taylor cited by Thamrin (2013, p. 142) "purchase intention is part of a component of consumer behavior in consuming attitude, the tendency of respondents to act before a purchase decision is actually implemented". Likewise with indicators of rebranding that there are four stages of the process of rebranding includes Repositioning, Renaming, Redesign and Relaunch. The disuse of one of the stages: stage Renaming rebranding process, because the companies surveyed do not perform the process, but only three-stage process, namely Repositioning, Redesign and Relaunch [11] .
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The hypothesis of this study is there "rebranding influence on purchase intention"
III. RESEARCH METHOD
The method used in this research is descriptive and verification using a quantitative approach. Descriptive research describes an overview of rebranding (X), which includes repositioning, redesign and relaunch also an overview of the purchase intention (Y) using a hierarchical approach begins responses of attention, interest, and desire. This study examined the relationship between rebranding (X) with purchase intention (Y).
The population of this research is Student Program Management Studies UPI forces 2012-2015 a total of 295 people (data by Sec. Academic FPEB UPI).
The sample in this study is an active student of Management Studies Program UPI class of 2012 to 2015 which involved or participating in Kamis Senja event because King Thai Tea has several times become a sponsorship partner community activities UPI Management (IMAGE) conducted on February 26, 2015 and 5 November 2015 in which King Thai Tea as sponsorship partners eliminate its product for anyone who participates in the event by simply uploading photos to social media products. In determining the number of samples, researchers with the calculation formula Slovin, Then the sample is obtained as many as 170 respondents. The sampling used was probability sampling. In use probability sampling proportionate stratified random sampling. So, in this technique researchers will look for respondents with stratum
The results were analyzed using SPSS version 17.0 to establish the validity and reliability of measuring instruments. Testing the validity of the instrument was conducted on 30 respondents. Validity coefficients on a scale rebranding (X) ranging from 0.475 to 0.739 with a significance level of 0.374 rtabel to be valid. Validity coefficient scale purchase intention (Y) ranging from 0.444 to 0.850 with a significance level of 0.374 which is in the valid criteria. The coefficient of reliability scale rebranding (X) is at 0, 757 and purchase intention (Y) 0, 865 proved to be greater than the minimum reliability Cronbach's Alpha amounting to 0,700. Therefore, the overall statement items contained in the questionnaire studies have been reliable in accordance with the reliability test.
Data analysis method used is parametric statistical test simple linear regression. Processing data using the program Statistical packages for Social Sciences (SPSS) version 17.0 for Windows.
IV. RESULTS AND DISCUSS
To test statistic in this study used a simple linear regression analysis approach. The data used as the independent variable (X) is rebranding as well as the dependent variable (Y) is purchase intention also these variables has been transformed into a scale of measurement interval with the next MSI used for calculations and hypothesis testing.
A. Normality Test Results
Normality test on the regression model was used to test whether the residual value consisting of grains questions normally distributed or not. The data is said to have a normal deployment, if the deployment of the data follow a diagonal line from the lower left to the upper right. In this research will be rebranding the data distribution (independent variable) and purchase intention (dependent variable). To detect normality, use normal probability plots, can be seen in the following figure:
Source: Data Processing Using SPSS 17.0, 2016 Based on Figure 1 . 3 it can be concluded that the normal distribution of data as it spread around the diagonal line from the lower left to the upper right, then the regression model showed that normality requirements are met.
B. Correlation coefficient
The correlation coefficient is used to measure the magnitude of the relationship, or in other words knowing relationship between rebranding (independent variable) with purchase intention (dependent variable). In this study the authors used correlation analysis product moment correlation analysis is technically assisted with SPSS 17.0 software for windows: The correlation coefficient between the rebranding with purchase intention amounted to 0.713 and the significance of 0.000. Significance value of < 0.05, then H0 rejected and H1 accepted. Thus, it can be said that there is a significant influence of rebranding with purchase intention.
Based on the interpretation of correlation values according to (Sugiyono, 2012, p. 184), then the correlation values 0, 713 is in the interval of 0,600 to 0,799 which belong to the high degree of correlation [12] .
C. Simple Regression Analysis
The study consists of one independent variable so that the regression analysis technique used is a simple linear regression (simple). Simple regression analysis is used to determine how the dependent variable (Y) purchase intention may be predicted by the independent variable (X) rebranding or predictor individually. The following The coefficient of determination is generated by linear regression analysis (simple) is KD = r 2 x 100% = (0,713) 2 x 100% = 50,83%
(
Which means that purchase intention King Thai Tea beverage products affected by the rebranding of 50,8%, while the rest of 100% -50,8% = 49,2 %, influenced by other factors not examined by the authors. According to Table IV , resulted the regression equation:
From the equation, the constant is 11.201 which is show that if there is not rebranding, purchase intention on King Thai Tea is 11.201. While, coefficient regression of rebranding is 0,744, which means that any gains in rebranding a number of factors or one unit, there will be an increase in purchase intention at 0.744.
D. Hypothesis Test Results
Hypothesis test is used to determine the level of significance of the correlation coefficient between independent variable with the dependent variable. Hypothesis test is t test. T tests were performed to test the hypothesis of a correlation between the independent variable and the dependent variable individually. The following are the significant value of t test: To test the hypothesis of partial comparetcount with ttable = 1,65397. tcount The resulting variable rebranding is 13.181, , then tcount > t table (13.181 > 1.653), meaning that there are significant rebranding variable (X) on purchase intention (Y)
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King Thai Tea beverage products. Rebranding variable probability value 0.05 is well below 0,000 so that through this method is also found at a significance level of 5% rebranding variable positive and significant effect on the variable purchase intention King Thai Tea beverage products. Repositioning indicator is an indicator that contributes the highest to variable rebranding to obtain an average score greatest. This is because the creation of the position or a new meaning that is carried out by King Thai Tea with having more fresh brand than ever, it is easier to get a drink product, a jug efforts of King Thai Tea brand positioning Thai Tea as a beverage urban youth in the minds of respondents.
Relaunch indicator is an indicator that the lowest contribute to variable rebranding because it has the lowest average score. This was caused because information or publications not delivered both on brand new beverage products, promotional packages and other things evenly and structured according to the responses of the respondents.
Other indicators that influence is the redesign. The result of the acquisition the average score is not much different between the indicators, provides a conclusion regarding the views of students of class 2012-2015 UPI Management on the performance of rebranding conducted by King Thai Tea that the efforts of King Thai Tea succeeded in showing a new identity and is able to placing as one brand Thai Tea larger by keeping the standards at the highest level, different, unique and well characterized.
Overview purchase intention on King Thai Tea beverage products in the perceptions of 170 students of Management Studies 2012-2015 UPI forces are at intervals of high continuum with a score of 6685. This illustrates that the respondents have interest in buying power over King Thai Tea beverage products. Indicators contained the variable purchase interest in this research, namely attention, interest, and desire. As follows, inferred based on the highest and lowest contributions according to the respondents:
Attention indicator is an indicator that contributes the highest to variable purchase intention because it has the largest average scores. That is because the high curiosity of respondents due to the trend of Thai Tea itself and King Thai Tea became an iconic brand when it comes to Thai Tea beverage products that continue to be talks environment young people.
Indicators of interest is an indicator of the lowest contribute to variable purchase intention because it has the lowest average score. This is because information beverage products that try to offer King Thai Tea not give special interest for the majority of respondents also respondents confronted with various brands of Thai Tea beverage products other (competitors).
Other indicators that influence is desire. Obtaining an average score that was not much difference, to the conclusion that the respondents give good attention, interest and also interest in buying King Thai Tea beverage products for a variety of unique products or benefits provided.
Rebranding variables affect the variable interest in purchasing products King Thai Tea beverages. The positive influence means that any gains on variable rebranding occurs, there will be also an increase in purchase intention. This is consistent with previous research by LIU, SW et al. (2009) , that the rebranding strategy has been the usual practice for marketers to reach the goal. By changing the brand of visual elements such as color and logo aims to create a new brand association and encourage customer purchase intention [13] .
Based on the research conducted on Student of Management Studies Program UPI forces 2012-2015, indicating there is significant impact between rebranding variable with purchase intention variable on King Thai Tea beverage products. Interpretation of the correlation coefficient in the previous discussion showed a high coefficient values or at the high impact.
VI. SUGGESTION
Researchers realized the many limitations to this study. Therefore, suggestions for further research are expected to do research on purchase intention by using other factors that may affect that company always strives to continue to keep the standards at the highest level in a variety of marketing strategies. It is also will enrich the knowledge about the management of marketing and consumer behavior as well as an input for King Thai Tea to increase purchase intention until the volume of sales through dynamic marketing strategy, continue to change with the circumstances of the times. The rest, it would be interesting if further research was sharpened with a variety of other variables such as, event marketing, brand image and brand awareness to influence purchase intention.
